Introduction
Mixed-mode surveys are often used to extend survey coverage and increase counts of responses in an era where response rates seem to be decreasing. Yet, it is widely accepted that differences between survey modes in terms of administration, medium, and control, invariably effect responses. While there are different modes of surveys, this article focuses specifically on how a large-scale sequential mixed-mode survey, in which an initial web survey was augmented by an equivalent telephonic survey, affect responses. There are two reasons for focusing on these two modes; (1) web surveys are nowadays arguably a preferred mode given the mode"s time-and cost efficiency (provided target populations are "online"), and (2) web and telephonic modes are fundamentally different, especially in terms of medium and control, with web being visual (the respondent can see questions together with response formats) where the respondent is largely in control, and telephonic being aural (an interviewer reads questions and response options one-by-one) where the interviewer is largely in control.
Despite decades since the advent of both web and especially telephonic surveys, there is a relatively small number of studies comparing the general effect of different modes on responses, let alone in alumni or graduate surveys, although much can be gained from these few studies (e.g., see Albaum et al. [2004] , De Leeuw [2005] , Dillman and Christian [2005, 31] , and Braunsberger, Wybenga and Gates [2007, 759] ).
While web surveys used to be regarded as a supplement to telephonic surveys (Albaum et al. 2004 ) with the 90s being the heyday of CATI (Computer Assisted Telephone Interviewing), telephonic surveys may probably now be regarded as a supplement to web surveys.
Recurring findings regarding how web compares to telephonic mode in terms of effect on responses can be summarized as follows: Web surveys usually result in (1) greater disclosure (i.e., respondents are more likely to report sensitive information) (Taylor 2000, 53; De Leeuw 2005, 236; Kreuter, Presser and Tourangeau 2008, 862-863; Stephenson and Crête 2010, 27) , (2) less extreme checking / more neutral and negative evaluations on scaled items (which is supposedly a more accurate reflection of respondents" attitudes and perceptions) (Taylor, 2000, 53; Albaum et al. 2004, 359; De Leeuw 2005, 246; Braunsberger, Wybenga and Gates 2007, 759; Dillman et al. 2009, 1; Stephenson and Crête, 2010, 28) , and (3) less social desirability bias and less acquiescence (i.e., a tendency amongst web respondents to give fewer favourable responses and to agree less with normative statements compared to telephonic respondents) (De Leeuw 2005, 237 & 245; Dillman and Christian 2005, 41; Greene, Speizer and Wiitala 2008, 230; Maguire 2009, 3528; Dillman et al. 2009, 3) . On the other hand, telephonic surveys usually result in (1) higher response rates (Albaum et al. 2004, 359; Kreuter, Presser and Tourangeau 2008, 864) , (2) fewer skipped questions or non-responses (although web surveys can be programmed to force responses) (Albaum et al. 2004, 359; De Leeuw, 2005, 236; Braunsberger, Wybenga and Gates 2007, 759; Greene, Speizer and Wiitala 2008, 230) , and (3) fewer "don"t know" / "unsure" responses (Taylor 2000, 53) . Also, web surveys are said to result in more primacy effects (i.e., a tendency to select response categories near the top), while telephonic surveys result in more recency effects (i.e., a tendency to select an option read out closer towards the end) (De Leeuw 2005, 245-246) . However, Dillman and Christian (2005, 42) conducted several experiments and found inconsistent evidence regarding primacy-and recency effects, which makes the issue of primacy versus recency effects less conclusive than the findings mentioned earlier.
Still, how do these effects on responses even out in mixed-mode surveys? Stated differently, is one mode clearly better than the other, or, can web and telephonic responses be analysed as a single sample without considering mode effect ? Stephenson and Crête (2010) regard web surveys to be equally viable compared to telephonic surveys, while Braunsberger, Wybenga and Gates (2007) as well as Kreuter, Presser and Tourangeau (2008, 864) found that web surveys produce more reliable responses than telephonic ones. Given a lack of studies to confirm the merits of one or the other as a rule, neither web nor telephonic surveys can yet be said to be better or worse than the other, while much depends on how surveys are designed, administered and managed, as well as the subject matter and characteristics of the population being surveyed.
Moreover, the findings above regarding how web compares to telephonic mode in terms of effect on responses pertain mostly to aspects of respondent behaviour in particular contexts (e.g., interviewer presence versus absence) and question formats (e.g., categorical versus scaled questions).
While these findings improved our understanding of how to design, administer and manage surveys to control for mode effect as much as possible, the question still remains what the overall effect of mixed-mode surveys are, i.e., should we regard mode effect as significantly impacting the overall outcome of a study? Mode effect remains an important consideration, since mixed-mode surveys are likely to become more popular as a strategy to increase response rates. Moreover, in the messy world of applied research, modes are often mixed by augmenting one mode with another pending response rates. Stephenson and Crête (2010) found that although web and telephonic responses differed in a survey of political behaviour in Canada, analyses from one set or the other resulted in few inferential differences and that the overall effect resulting from the difference in mode appeared to be minimal. However, more research is needed in different contexts about the effect of mixed-mode, and sequential mixed mode surveys in particular, so that researchers can make more informed decisions whether to use mixed-modes, and, if so, the extent to which results can be analysed as a single sample and inferences be made about a population.
The purpose of this article is therefore to examine mode effect in terms of overall effect size in a large-scale graduate destination survey in the Western Cape, South Africa, that utilized a sequential mixed-mode design in which an initial web survey was augmented with an equivalent telephonic survey (e.g., see De Leeuw [2005, [240] [241] ). A graduate destination survey, also known as an "alumni" or a "tracer" survey, focuses on the transition from study to work, as well as other graduate attributes such as migration and further study (e.g., see Alderman, Towers and Bannah [2012, 265] ). These surveys are becoming increasingly important not only for institutional planning and research purposes, but also for higher education, labour market and social capital studies. Examining mode effect using a graduate destination survey as an example is also particularly relevant as such surveys may often incorporate both web and telephonic mode due to the availability of both email addresses and phone numbers from university records. Apart from Sakshaug, Yan and Tourangeau (2010) A commercial call centre was appointed to administer the survey initially via web only (see CHEC [2013, [102] [103] [104] [105] [106] [107] [108] [109] [110] [111] for a printed version of the questionnaire).
Graduates were either emailed, phoned, or posted (in this particular order depending on the availability of contact details), upon which they were introduced to the survey, given informed consent options and guided on how to access the survey online. After exhausting all available contact details, including sending out reminder emails, a total of 2873 valid web-responses was obtained -11.6% of the total cohort of 24,710 graduates (6.8% at CPUT, 11.9% at SU, 18.1% at UCT, and 10% at UWC). Most responses came within the first week after launching the survey, after which responses dropped noticeably despite reminder emails.
Although response rates of around 10% are normal for web surveys, some stakeholders were nevertheless concerned about the 11.6% response rate obtained in the Western Cape survey and debated the merits of conducting the survey telephonically with non-respondents to increase the response rate. One argument was that a larger sample was desirable for purposes of evidence-based policy, while the counter argument was that a telephonic mode would impact the reliability of responses due to the length of the questionnaire and presence of questions offering numerous response categories. These questions were expected to cause respondent-and interviewer fatigue, or even interviewer misbehaviour, where interviewers skip questions or fabricate responses (e.g., see Braunsberger, Wybenga and Gates [2007, 759-760] ).
The policy argument won and the call centre was appointed to conduct telephonic interviews with randomized lists of non-respondents from each university until a total response rate (web and telephonic responses included) of at least 21.5% was obtained for each university -the maximum rate given time and budgetary constraints.
A total of 2687 telephonic responses were eventually obtained, yielding a final total, together with the 2873 online responses, of 5560 responses -22.5% of the cohort of 24,710 graduates, with CPUT now at 21.8%, SU at 21.6%, UCT at 21.9%, and UWC at 26.7% (see also Table 1 ). Eventually, both web and telephonic responses were analysed as a single sample for the final report (see CHEC [2013] ).
Examining mode effect
Mode effect in the 2010 Western Cape graduate destination survey is examined using two categorical questions across two different scenarios. The first question was about "employment status", which was the most important question in the survey from a policy point of view, considering current debates about unemployment rates amongst graduates in South Africa (e.g., see Van der Berg and Van Broekhuizen [2012] Mode effect in both questions is compared across two different scenarios. The first scenario considers the entire sample (n = 5560), while the second considers a subsample to reduce the effect of possible group differences between web and telephonic respondents on response variations. Many mode-comparison studies do not appear to control for group differences resulting in a confounding of mode effect with group differences (Vannieuwenhuyze, Loosveldt, and Molenberghs 2010, 1028) . A Chisquare Automatic Interaction Detection (CHAID) was used to determine which of a set of graduate descriptors was most associated with survey mode, i.e., the graduate attribute that had the most influence on whether graduates responded online or telephonically. Attributes for which data were available for the entire sample and that were subsequently tested included (1) gender, (2) age, (3) race, (4) graduating university, (5) qualification type, and (6) field of study.
The graduating university had the most influence on whether graduates responded online or telephonically ( 2 (3) = 876.985; p = 0.000; n = 5560). This contrast was most likely due to variation in record keeping and the quality of contact details between the four universities, but also variation in the predominant socio-demographic profile of graduates between universities. The next step was to determine which university would be most suitable as a subsample based on the most equal distribution between web and telephonic respondents. Table 1 shows that Stellenbosch University (SU), a predominantly white Afrikaans-speaking university, came closest to a 50/50 distribution and was therefore selected as the subsample (n = 1592). Cross-tabulations of "employment status" and "job search behaviour" by survey mode are used to determine mode effect on responses for both the entire sample and the subsample comprising SU. Statistics in Tables 2 -5 therefore include counts, expected counts, column percentages, and standardized residuals for each response category.
Standardized residuals of ± 2 or higher/lower is generally regarded as a conservative indication of statistically significant differences between cells (Agresti 1990, 224) .
However, considering the sample size of the Western Cape survey and resulting large chi-squares, an even more conservative estimate was adopted by using standardised residuals of ± 3 or higher/lower as an indication of mode effect on responses in a particular category. "Non-responses", i.e., the number of respondents that did not report their employment status or method of finding employment (if employed), are noted below column totals. Although non-responses were excluded from the calculation of chi-square results, the percentage of non-responses within each survey mode are also shown. Chi-squares are noted beneath each table together with Cramér"s V as an indication of overall effect size. Cramér"s V was chosen in order to adjust for both the large sample size and the numbers of columns and rows (e.g., see Reinard 2006, 267) . Table 2 shows that four of the seven response categories may have been subject to significant mode effects, namely graduates who were "studying fulltime", "employed in the public sector", "employed in the informal sector", and "unemployed and looking for work". Yet, to what extent are differences between web and telephonic respondents in these categories due to mode effects as opposed to group differences? For example, a significantly larger percentage of web respondents were studying further compared to telephonic respondents (18% as opposed to 13%). Assuming that many, if not most graduates who were studying further would have been doing so at their alma mater or one of the other three universities in the Western Cape, universities would have been able to provide updated email addresses for many of these graduates and hence would have increased the likelihood of them responding online. In this case, differences between web and telephonic respondents may well be due to group differences more so than mode effect. Secondly, statistically significant larger percentages of telephonic respondents were employed in the public sector or unemployed and looking for work compared to web respondents (35% as opposed to 28%, and 12% as opposed to 7%).
Mode effect in terms of Employment Status
Current employment dynamics in South Africa include a government policy of job reservation for previously disadvantaged racial groups, especially in the public sector.
Yet at the same time unemployment rates are also higher amongst such groups, especially amongst Black Africans, as was also found in this survey (CHEC 2013, 41-42) . Further analyses revealed that a statistically significant larger percentage of graduates from previously disadvantaged groups (combined) were in fact telephonic respondents compared to white graduates (58% as opposed to 32%) ( 2 (1) = 315.056; p = 0.000; n = 5446) (excluding 114 graduates classified by their universities as either "Other" or "Unknown"), which suggests that differences here between web and telephonic respondents may also be due to group differences more so than mode effect.
On the other hand, a significantly larger percentage of web respondents were employed in the informal sector compared to telephonic respondents (1.4% as opposed to 0.1%), which is surprising given that informal sector employment is still strongly associated with previously disadvantaged groups, while socio-economic conditions that are typically associated with informal sector employment usually result in less access to the web compared to telephone. The "informal sector" in South Africa comprises unregulated economic activities that are mostly small-scale and survivalist in nature.
Here, actual mode effect might be possible, by which web respondents may have felt more free to disclose their employment status as "informal" compared to telephonic respondents, especially given a negative stereotype that characterizes informal sector employment in South Africa. However, the stereotype explanation is hypothetical, while the actual extent of mode effect in this particular response category remains largely unknown.
In addition, more than double the percentage of web respondents compared to telephonic respondents (1.5% as opposed to 0.6%, or 44 as opposed to 17 respondents) gave no response, which supports findings in the literature that web respondents are more prone towards non-response, even though a 1.5% refusal rate is arguably quite small for this type of item. Still, despite significant differences in four of the seven response categories, as well as the difference in the proportion of non-responses between web and telephonic mode, a Cramér"s V of 0.146 suggests that survey mode had an overall small to medium effect on "employment status" as far as the entire sample is concerned. (Cohen (1992) provided the following classification of effect sizes as guidelines for the social sciences; coefficients around 0.1 are regarded as "small", coefficients around 0.3 as "medium", and around 0.5 as "large".) Moreover, the overall effect resulting purely from the use of the two different survey modes is probably even smaller than Cramér"s V suggests, considering that the inclusion here of the entire sample may have resulted in group differences contributing to the overall effect size.
The small effect size here therefore bodes well for the overall outcome of the study, as "employment" was a major theme in the study. Also, the question on employment status filtered graduates with different employment statuses to different subsets of questions, which means that a significant mode effect here would have had a ripple effect In this scenario, none of the response categories yielded significant differences between web and telephonic respondents, i.e., none of the categories have standardized residuals of ± 3 or higher/lower. Furthermore, the difference in the proportion of nonresponses between web and telephonic respondents is now almost negligible. In fact, the proportion of refusals amongst web respondents is now smaller compared to the entire sample while the proportion of refusals amongst telephonic respondents is now larger (see Tables 2 and 3) . As expected, a Cramér"s V of 0.115 suggests an even smaller effect size compared to the entire sample, which may be due to the partial control of group differences considering SU"s reasonably homogeneous graduate profile. Table 4 shows job search behaviour by survey mode for the entire sample, again with highlighted response categories where both standardized residuals equalled ± 3 or higher/lower. Recall that the question on job search behaviour offered the maximum number of response categories of all questions in the survey -18 categories in total.
Mode effect in terms of Job Search Behaviour
In this scenario, only two of the 18 response categories may have been subject to significant mode effects, namely graduates who "responded to a job ad in the Government Gazette", and graduates who were "headhunted or asked to apply for the job". A statistically significant larger percentage of telephonic respondents had replied to an ad in the Government Gazette compared to web respondents (6% as opposed to 3%). However, the fact that a significantly larger percentage of graduates from previously disadvantaged groups (combined) were telephonic respondents compared to white graduates, and given that most government jobs are reserved for previously disadvantaged groups, it again suggests that differences here between web and telephonic respondents may be due to group differences more so than mode effect. On the other hand, a significantly larger percentage of web respondents were headhunted compared to telephonic respondents (9% as opposed to 2%). Being headhunted depends on social capital in the form of having access to social and professional networks.
Research in fact suggests that whites in South Africa have stronger social and professional networks compared to previously disadvantaged groups (CHEC 2013), which again suggests that differences here between web and telephonic respondents may be due to group differences more so than mode effect. The role of social capital is however also hypothesised, although, on the other hand, if mode would have had a significant effect here, one may have expected a larger percentage of telephonic respondents to have been "headhunted" due to social desirability bias. Yet, this outcome does not seem to be the case here.
In contrast to the first scenario in which employment status is presented for the entire sample, not only are there noticeably larger numbers of non-responses in this scenario, with web refusals increasing from 44 to 60 and telephonic refusals from 17 to 106 (totalling 166 in this scenario as opposed to 61 in the first), telephonic refusals have in fact more than doubled and have exceeded web refusals in this scenario (see Tables 2   and 4 ). Moreover, given that this scenario includes employed graduates only whereas the first includes all graduates, the increases in refusals are particularly pronounced as is evident in the proportional increases from 1.5% to 3.1% for web respondents and 0.6% to 5.1% for telephonic respondents (totalling 4.3% in this scenario compared to 1.1% in the first). The large number of response categories in this scenario is likely to have had a noticeable impact on refusals, especially telephonic refusals. Whereas the literature suggests that web respondents are more prone to refusals than telephonic respondents, the opposite seems to hold when a question includes a large number of response categories. However, the effect of possible interviewer misbehaviour may also contribute to non-responses.
A Cramér"s V of 0.213 suggests that survey mode had an overall medium to small effect on "job search behaviour" as far as the entire sample is concerned. Although this is higher than the 0.146 statistic in the first scenario (see Table 2 ), overall effect size is likely to be smaller if one again ascribes some of the response variations between web and telephonic respondents to group differences rather than mode effect. Mode effect again did not appear to have significantly influenced the overall outcome of the question, although the noticeable increase in refusals, especially amongst telephonic respondents, stands out. Lastly, Table 5 shows job search behaviour by survey mode for SU only. In this scenario, only one of the 18 response categories may have been subject to significant mode effect, namely graduates who were "headhunted or asked to apply for the job". A significantly larger percentage of web respondents were headhunted compared to telephonic respondents (10% as opposed to 2%), which again is more likely due to group differences rather than mode effect as discussed in the previous scenario. However, web refusals now increased from to 1.1% in the second scenario (where employment status is presented for SU only) to 3.6% in this scenario, while telephonic refusals now increased from 1.1% to 8.3%, totalling 5.8% in this scenario compared to 1.1% in the second (see Tables 3 and 5 ). Moreover, a Cramér"s V of 0.285 suggests that survey mode now had a near medium effect on "job search behaviour" as far as the subsample of SU is concerned. This fourth and last scenario reiterates the point earlier that a noticeable increase in response categories is associated with noticeable mode effect, both in terms of overall effect size and non-responses.
Conclusion
The purpose of this article was to examine mode effect in a sequential mixed-mode graduate destination survey. The 2010 Western Cape graduate destination survey showed that a design in which web responses are augmented with telephonic responses will not necessarily change the overall outcome of a study. However, telephonic mode clearly impacts responses to categorical questions with numerous response categories more so than web mode.
Although Dillman et al. (2009, 1) argued that mixed-mode surveys is an effective way to improve response rates, and although the Western Cape survey showed that augmenting web with telephonic responses will not necessarily change the overall outcome of a study, some differences between web and telephonic responses were also noted that may well be a concern. Since it is impossible to determine the actual extent to which effect size was due to group differences rather than mode effect, suffice to conclude that web responses to alumni or graduate destination surveys can perhaps be augmented with telephonic responses if necessary. Yet, this conclusion should be seen in light of the following; As mentioned before, some studies do suggest that web is equally if not more viable and reliable than telephonic mode (e.g., see Braunsberger, Wybenga and Gates [2007] , Kreuter, Presser and Tourangeau [2008, 864] , and Stephenson and Crête [2010] ). Some contextual and practical considerations also favour web, particularly for alumni or graduate destination surveys. For example, web surveys avoid the increasingly negative impact of telemarketing on people"s willingness to answer anonymous calls or grant lengthy telephonic interviews. Web surveys are generally more time-and cost effective, while the availability of email addresses from university records may enable most alumni or graduates to be contacted via web. Also, web surveys alone are simply easier to design and administer given that one has to contend with the effects of a single mode only.
Still, mixing modes may well be necessary to increase coverage for alumni or graduate destination surveys, especially in developing countries like South Africa where socio-economic differences between graduates may influence access to different modes.
Should web be combined or augmented with telephonic mode, then it is important to design and manage surveys to account for the effects of the two different modes on responses, particularly telephonic mode. For example, response categories to categorical questions should be kept to a minimum for the sake of telephonic interviews. Limiting response categories will help to lessen both interviewer-and respondent fatigue and enable respondents to better recall items, thereby reducing mode effect. Items susceptible to social desirability bias or acquiescence should then also be treated with caution. Telephonic interviewers should be trained properly and monitored for possible interviewer misbehaviour. Further research is necessary regarding graduate preferences for different modes when participating in alumni or destination surveys.
